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TO D AY ’ S T O P I C S

A N  UN FA M I L I A R  L A N DSCA PE

Overview of pandemic and industry impacts

CO N SUMER  SEL F -CA RE

Changing role of food in consumer life

ESG :  R I SK S ,  RETURN S ,  ETH IC S

Sustainability 3.0 (or 4.0) 
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BUT FIRST…

Impacts of COVID19 on the food industry 

are just beginning and truth is hard to 

find. We are navigating through a world of 

unknowns—much like the pandemic itself.

The tendency is to take what is 

happening right now and add “more”. 

Or to predict based on preferences. 

Both can be very misleading.

The goal of this presentation is not to 

predict the future, but to help you 

consider ways to prepare your 

organization for it. 
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A N  U N F A M I L I A R  L A N D S C A P E
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ANOTHER SH IFT IN  THE 

INDUSTRY STRUCTURE*

*Change in the way the industry works

Brought about by exponential and progressive technology, 

economics, new sources of capital, labor availability, skills and 

costs, debt, shifting profit pools – all accelerated by COVID19:

Driven by:

• The way people live, work and play;

• The way businesses do business.

Due to COVID, there is no historical data to base future 

demand or behaviors. The pandemic response (stay-at-

home), occurrence and timing of outbreaks differ across 

micro markets, making a sweeping forecast more complex 

and granular.
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ACCELERATION OF 

PROGRESS  AND 

CHANGE

PRE-COVID19

Profound social & cultural shifts 

x relentless technology innovation

x rate of consumer adoption

= 10 years of progress in 2 years

MID-COVID19

Profound social & cultural shifts 

x relentless technology innovation

x rate of consumer adoption

= 10 years of progress in 6 months
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W HERE  THE  V IRUS  MEETS  THE  ECONOMY:

PLAUS IBLE  SCENAR IOS
J u l y  2 0 2 0

10M+ global cases, 3M deaths. 

Vaccine not available until late 2021. 

New waves force re-closures that 

hamper recovery. Borders close to 

visitors from hot spots. Lasting 

unemployment. Civil unrest, mental 

and physical health problems due to 

isolation, stress, poor diet. 

Permanent restaurant closures after 

stops and starts. Food companies 

mistake supermarket inventory 

replenishment for growth. Consumers 

adopt online ordering, which is not 

economically viable for supermarkets 

or restaurants.

U N C O N T A I N E D  V I R U S ,  

S E V E R E  &  P E R S I S T E N T  

E C O N O M I C  S L U M P

S c e n a r i o  1

U N C O N T A I N E D  V I R U S ,  

R A P I D  E C O N O M I C  

R E C O V E R Y

S c e n a r i o  2

Vaccine in early to mid-2021. 

Government prioritizes testing and 

vaccines for groups driving economic 

recovery.  This favoritism intensifies 

social division; lower incomes are not 

afforded same. Pent-up demand 

spikes restaurant activity, but virus 

spreads and consumers retreat. 

Grocers responses are fragmented, 

strategic focus shifts to higher 

income urban markets. Consumers 

wary of food handling across long-

haul transport, driving more local 

sourcing. PE picks up distressed 

assets at bargain prices.

E R A D I C A T E D  V I R U S ,  

S E V E R E  &  P E R S I S T A N T  

E C O N O M I C  S L U M P

S c e n a r i o  3

Government prioritizes health over 

economy; directs resources at 

accelerated testing and vaccine. 

Lockdowns lift slowly, but strict 

social distancing are imposed on 

businesses, restaurants, bars,  

entertainment, public transport, and 

hospitality. Persistent unemployment 

push millions into or to the brink of 

poverty. Mass bankruptcies, debt 

defaults persist. Restaurants close or 

repurpose business models. Store 

brands and deep discounters gain 

market share. Industry recovery: 3-5 

years. 

E R A D I C A T E D  V I R U S ,  

R A P I D  E C O N O M I C  

R E C O V E R Y

S c e n a r i o  4

Organizations adopt purpose-based 

goals over transactional market share 

growth. Continued government 

stimulus, bank loans drive business 

spending. Investments increase in 

automation, AI, digital, reskilling, 

new market creation, ecosystems 

and virtual communications. Food 

companies spooked enough to 

establish local sourcing but the fight 

for these resources increase. Leaders 

evaluate benefits of smaller 

geographic and distribution 

footprints to optimize service in 

current markets.
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NEW CHANNEL ECONOMICS:  

IMPL ICATIONS FOR FOOD & 

FLAVOR COMPANIES  

Usual 40-minute supermarket trips cut to 13 

minutes (source: Videomining); fewer, faster trips, 

less browsing, less exposure to new items.

Restaurant stops and starts; menu reduction by 

chains; many permanent closures of independents.

New channel economics and costs (online ordering, 

fulfillment, delivery) forcing high inventory turns on 

shelves and in warehouses. 

Unemployment numbers driving more consumers to 

bulk purchasing and store brands. 

Taste and product platforms versus product 

categories (i.e., Kraft Heinz, Campbells).

Manufacturers cutting costs and streamlining 

operations to focus on fewer, high–demand items.

Sales spike of Big Food could be misleading and 

temporary.

Many manufacturers brands pulling back on 

innovation and R&D due to low ROI or other factors.
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THOUGHTS TO THINK
• Given the velocity of change, any organization could be 

giving too much power to the virus.

• The industry is in the early stages of the pandemic’s effects 

and a bias for “taking care of business now” could be a 

mistake.

• In 90 days, the industry will look different. More so in 180 

days.

QUESTIONS TO ASK
• Does the future of our organization need more attention?

• Are we burning too much adrenaline on current things—

even wrong things?

• How can we prepare for an unknown future? 
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C O N S U M E R  S E L F - C A R E
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COVID  EFFECTS 

ARE DEEPLY 

PERSONAL

Impacts are unique to each person and 

spilling over into every food company.

We are asked every day when we think 

Foodservice will rebound, what the 

future of Grocery looks like, and how 

many companies will survive the 

current crisis.

The need for certainty is reasonable 

but the future is hard to predict. 



12

CORONAPHOBIA

EFFECTS OF V IRUS AND 

RELATED CRISES  RUN DEEP

One in three Americans is 

dealing with symptoms of 

stress or anxiety, according 

to data from the U.S. Census 

Bureau and the National 

Center for Health Statistics.

QUARANTINE 15 CORONASOMNIA

Weight gain enhanced by 

widely available junk food 

and comfort food in addition 

to low energy, low activity. 

Stress from the virus is 

damaging sleep. Profound 

public health ramifications 

creating new populations of 

chronic insomniacs resulting 

in productivity declines, 

shorter fuses, increased risk 

of hypertension, depression 

and other health problems. 

(Washington Post)

Catch-all phrase for the fear, 

emotional and social strain 

experienced by the general 

public in response to COVID-

19. Obsessive behaviors, 

distress, avoidance reaction, 

panic, anxiety, hoarding, 

paranoia, depression. 

(Medscape)
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SELF CARE:

PERSONALIZED 

ENGAGEMENT

IRI reports that 9 out of 10 US consumers practice self-

care in some manner, seeking solutions to meet a wide 

variety of needs. 

While some retailers and brands say they don’t want to 

miss this opportunity, the economics of doing so right 

now may make this somewhat prohibitive in the 

immediate term. 

Ideal conditions for food and beverage suppliers to 

provide new “health halos” and other self-care elements 

that can be extended to national brands, store brands 

and distributor private label manufacturers and chefs.
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ETHICAL FOODS

WELL-SHAPED

“50 is the new 30”. 

Feeling and looking 

younger, fighting signs of 

age in skin, hair color, 

appearance

WELLBEING

Inner balance, 

calm, relaxation, 

immunity, natural 

beauty thru food 

and beverage.

Choices aligned with 

personal values.

NEED FOR TRUST

Product certifications, full 

declaration of ingredients, 

transparency, ethical 

sourcing, carbon footprint, 

social conscience.

• Pepsi Driftwell

• Tropicana sensory beverages

• CBD gummies

• Nightfood Ice Cream

• Dream Water

FOOD,  BEAUTY,  HEALTH 

CONVERGING

Partial source: PwC
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Consumer: From “What do you have for me?” 

to “What can you do for me?

FL IPPED QUESTION  
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Growing demand for store 

brands at major retailers 

and increased traffic to 

deep discounters Aldi and 

Lidl and consumers 

switching to store brands.

A WORD ABOUT VALUE -BASED BRANDS

75% of consumers said store 

brands have improved their 

quality and 73% felt they provide 

better value for money while 63% 

said store brands are as good as 

brand names. (Outside Voice)

.

• Delis and commissaries

• Instore bakery

• Refrigerated and Frozen Food

• Center store

• Grab & go concepts

• Pharmacies 

• Foodservice private brands

Opportunities in brand tiers. 

Enables food & flavors to 

advance as critical partners 

in store brands’ share of 

sales. 

An ideal category for self-

care products.

STORE AND PRIVATE BRANDS ARE BEST MARGIN GENERATORS FOR RETAILERS 

AND FS DISTRIBUTORS AS THEIR ECONOMICS ARE UNDER STRESS 
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THOUGHTS TO THINK

• In 2016, Google searches for “self care” skyrocketed.

• Consumers redefining the term after experiencing trauma 

from the pandemic and isolation.

• Consumers taking sickness more seriously, along with what 

it means to take care of ourselves now. 

• No longer a white, affluent women practice; self care is 

increasingly embraced by men, minorities, all generations. 

QUESTIONS TO ASK

• Can we expand beyond our core capabilities and category 

to get a head start on this newly-defined category? 

• Can we gain a competitive advantage in an arena that will 

soon have no shortage of choices? 

• If we don’t have the right capabilities today, can we 

accelerate opportunities with strategic partnerships? 
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E S G :  R I S K S ,  R E T U R N S ,  E T H I C S
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ENVIRONMENTAL

• Climate change

• Natural resources

• Energy efficiency

• Pollution & waste

FINANCIAL

Standard performance measures

GOVERNANCE
• Corporate governance

• Corporate behavior/bribery/corruption

• Executive pay

• Diversity

SOCIAL

• Human rights

• Labor standards

• Employee relations

• Product liability

• Stakeholder capitalism

INVESTOR 

CRITERIA BEYOND 

F INANCIAL 

PERFORMANCE

Determines the future financial 

performance of food and beverage 

companies, including returns and managing 

risk. Until now, ESG was difficult to 

measure.

COVID intensified the focus of companies, 

investors and other stakeholders on 

environmental, social and governance 

factors.

ESG
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Food and beverage companies are and will increasingly be 

called upon to disclose their supply chain practices as part 

of ESG disclosures per the reporting framework issued by 

the World Economic Forum. 

Individual companies will determine which standards and 

practices they expect their suppliers to meet and whether and 

how to apply these standards to first-tier and second-tier 

suppliers. 

Standards should ensure alignment between manufacturer and 

supplier, including efficient reporting and compliance.
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WORLD ECONOMIC  FORUM 

A IMS TO MAKE ESG 

REPORTING MAINSTREAM 

Moving details about their environmental, social, and governance 

impacts and practices onto the pages of annual financial reports.

https://news.bloombergtax.com/financial-accounting/world-economic-

forum-aims-to-make-esg-reporting-mainstream

https://www.weforum.org/press/2020/09/measuring-stakeholder-

capitalism-top-global-companies-take-action-on-universal-esg-reporting/

https://www.accountingtoday.com/news/big-four-firms-release-esg-

reporting-metrics-with-world-economic-forum

TOP 4  F INANCIAL F IRMS 
GET BEHIND WEF ESG 

STANDARDS AND SCORING

https://news.bloombergtax.com/financial-accounting/world-economic-forum-aims-to-make-esg-reporting-mainstream
https://www.weforum.org/press/2020/09/measuring-stakeholder-capitalism-top-global-companies-take-action-on-universal-esg-reporting/
https://www.accountingtoday.com/news/big-four-firms-release-esg-reporting-metrics-with-world-economic-forum
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ENVIRONMENTAL

• Climate 

• Conservation and Regeneration

• Soil quality

• Water, water footprint, stress

• Air quality

• Environmental degradation and 

agricultural inputs 

• Waste

• Biodiversity

FOOD CHAIN LABOR

• Legal status, human rights and 

protection

• Working conditions

• Compensation and benefits

• Standards of living & well-being

FARMERS, RANCHERS, FISHERS

• Producer viability

• Land access & tenure

PUBLIC HEALTH & COMMUNITY

• Health risks from consumption

• Food fraud & economic adulteration

• Product information and marketing

• Animal production and waste mgmt

• Excess food, waste & disposal

• Health effects

• Access to nutritionally & culturally 

important foods

• Corporate practices

ANIMAL WELFARE

• Biological and Psychologic nature

• Pain and distress

Different approach: Global Food Ethics and Policy Program 

at the Johns Hopkins Berman Institute of Bioethics and 

the Bloomberg School of Public Health

https://bioethics.jhu.edu/research-

and-outreach/projects/global-

food/current-projects/choose-food-

ethically-benchmarking-food-

systems/

https://bioethics.jhu.edu/research-and-outreach/projects/global-food/current-projects/choose-food-ethically-benchmarking-food-systems/
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THOUGHTS TO THINK
• Suppliers have direct impact on broad ESG issues.

• Affects investment to varying degrees across companies, 

sectors, regions, and over time.

• Activists report portfolio companies’ ESG performance in 

quarterly reports (i.e., Trian on Sysco). 

• Beware of headlines: “Two Rotten Meat and Deforestation 

Scandals Threaten JBS and BRF’s IPOs”.

QUESTIONS TO ASK

• Are we educating ourselves on the details of ESG standards and 

their potential impacts on our business?

• Do we know what ESG standards our customers may or should 

adopt? 

• What do our ESG practices say about our products that 

help/hinder our competitive advantage?

• Are we building confidence from our customers’ investors, their 

customers, communities, bankers and lenders, employees?
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Blueberry Business Group

Besides the human trauma and tragedy, COVID-19 has caused an economic shock three times worse than the 2008 

financial crisis. 

Leaders of winning food companies will show ambition to think outside of their own products, transactions, and 

productivity during this unprecedented time. 

They will outmaneuver the crisis by executing brilliantly now while mapping options, testing and experimenting for the 

future at the same time. 

Efficiency and control have their place -- for ‘predictable’ environments only. 

Where the industry was then and is now is anything but predictable, and the speed of the operating environment 

demands a willingness to test and experiment in areas that aren’t necessarily staring us in the face.  

Big problems need big solutions. 

Food and flavor companies are a positive force for change and represent the future of the food industry. 

IN  SUMMARY…



A PLEASURE!

DEBRA BACHAR

BLUEBERRY BUSINESS GROUP LTD.

815-877-6200 - office
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